The purpose of this article is to understand how Australian national sporting organisations communicate corporate social responsibility (CSR) practices in their strategic plans. The overarching aim of the article is to understand the main categories and sub-categories of interest to the sporting organisations in Australia when communicating their responsible management practices. A total of 42 strategic plans of Australian national sporting organisations were qualitatively content analysed using NVivo software. The results identified eight categories of importance and several sub-categories. It is identified that rather than focusing on the strategic orientation of CSR, sporting organisations need to embrace an integrated theoretical framework to communicate responsible performance of sporting organisations (RPSO) to various stakeholders.
Introduction
The concept of corporate social responsibility (CSR) has been attracting wider interest amongst academic professionals, industry experts and policy makers alike for the past five decades. To date, the concept of CSR remains unclear about the perceptions and practices carried over in a specific context. The practice and communication of CSR by sporting organisations has been explored to a limited extent to the best of researcher's knowledge. The growth in sporting organisations is visible at the local, national and international levels and has attracted attention from multiple stakeholders (Porter and S. Adapa Kramer, 2006) . Contemporary sporting organisations operate across a broader range than expected and therefore need to strive to meet the expectations of many stakeholders. The identified stakeholders' needs, demands and expectations are to be effectively met by the sporting organisations not only for the long-term survival of the organisation, but also to enhance the organisation's reputation and image (Chapple and Moon, 2005) . Therefore, the sporting organisations continuously strive to create and maintain a high level of public awareness and interest.
Although the concept of CSR has attracted a great deal of attention in the scholarly research over the past five decades, studies exploring the practice of CSR in sporting organisations are limited. Embracing the concept of CSR has become a necessity for the survival and competitiveness of almost all businesses (Sheth and Babiak, 2010) . Modern businesses therefore lean towards practising CSR for proactive or reactive purposes and to differentiate the business from the competitors. Sporting organisations are unique and operate at multiple levels to carry out planned events. Sporting organisations are also large and have scalability, as these organisations need to effectively integrate various sporting and non-sporting events in order to balance the viewpoints of multiple stakeholders. Therefore, the practice of CSR is vital for sporting organisations. However, how CSR is practised and communicated within the sporting organisations has attracted limited attention in the extant research.
Australia is cited in many publicly available documents as a sporting nation and is known for the prevailing sporting culture. The sporting culture of the nation is also evident through the medal success rates achieved in many international events. The operations carried out by the Australian sporting organisations are complex, as these operations need to be carried out at the individual, organisational, societal, national and international levels (Schulenkorf and Adair, 2014; Smith and Westerbeek, 2007) . For example, at the individual level, the sporting organisations need to effectively manage the profiles, demands and expectations of the athletes, players, coaches, members, mentors, competitors, partners and volunteers. At the organisational level, the sporting organisations need to focus on the effective management of financial, regulatory, social, legal, environmental, ethical and performance-oriented expectations of multiple stakeholders (Garriga and Mele, 2004) . The activities and events organised by the sporting organisations are under continuous scrutiny due to the amount of funding that these organisations receive from the state and federal governments and the exposure of the events to local, national and international audiences. Therefore, societal expectations in terms of the engagement of the sporting organisations in carrying out non-sporting events are high (Guilianotti, 2011) . The balance and visibility between sporting and non-sporting events organised by the sporting organisations at the local, national and international levels attract considerable stakeholder attention (Guilianotti, 2015) .
The purpose of this study is to understand the CSR practices of Australian national sporting organisations (ANSOs). The study also progresses to identify various CSR dimensions communicated by the sporting organisations to the wider audience. The next section presents a review of the literature explaining the meaning and definitions of CSR and existing CSR frameworks and establishes the context of sporting organisations. Then the methods are discussed by outlining the importance of qualitative content analysis relevant to the present study. The results and discussion highlight the CSR practices followed by ANSOs and present the most relevant CSR dimensions for the sporting organisations. The conclusion presents a summary of the study, the limitations and avenues for further research.
Literature review
The synthesis of literature relating to the concept of CSR is organised under the following sub-headings: CSR meaning and definition, CSR theoretical frameworks and CSR in sporting organisations.
CSR meaning and definition
The concept of CSR has been widely researched in academia for the past five decades. Yet, researchers are unable to come up with a proper definition of CSR or interpret the underlying meaning of the concept of CSR. To date, the concept of CSR seems to be evolving by way of embracing unique approaches in the context in which the concept has been applied. Embracing CSR was once regarded as an innovative approach for businesses, but it has become a regular practice today. Contemporary 21st century businesses see the inclusion of CSR initiatives as vital for the long-term success of the business and for increasing the reputation of the business. In doing so, businesses focus on meeting several social, ethical, environmental and philosophical dimensions of CSR alongside the economic interests of the business.
The first mention of the concept of CSR in scholarly work was Bowen's (1953) work 'social responsibilities of the businessman'. Bowen (1953, p.6 ) noted that apart from creating profit, businesses should be obliged to create value for the society. Later in the 1960s, scholars opined that business actions and decisions beyond firms' economic interests need to focus on generating profits and growth for the business (Davis, (1960), p.70) . Therefore, the social responsibility activities in which the business engages need to focus on profit maximisation and create value for the shareholders (Friedman, 1962a (Friedman, , 1962b . Then the scholarly work focused on linking the concept of CSR to stakeholders' values. The most important stakeholders that were identified to be relevant within the context of CSR were employees, customers, community and the broader society and the economic interests of the businesses needed to be balanced alongside these stakeholders' interests (Johnson, 1971) . Sethi (1975) identified three categories of CSR, social obligations, social responsibility and social responsiveness, which resonate with the legal, ethical and cultural dimensions of CSR. Carroll's (1979) CSR framework presented four dimensions for the concept of CSR, economic, legal, ethical and discretionary, which are linked to the responsibility of a business to generate profits, the duty of a business to obey the law, the necessity for a business to conform to the societal norms and the need for a business to engage in activities that extend beyond societal expectations (Carroll 1979 (Carroll , 1999 . Over time, many definitions of CSR have surfaced, but a few notions have remained constant: societal expectations (Carroll, (1979) , p.500); organisational values and ethics (Joyner and Payne, 2002) ; organisational impact on external constituencies such as consumers, local communities and charitable organisations (Sethi and Steidlemeier, (1995), p.20) ; societal relationships (Wood, (1991) , p.693) and workplace practices (Vogel, (2005) , p.2). The concept of CSR often overlaps with business ethics, social responsibility, social performance, sustainability, corporate citizenship and environmental responsibility. More recently, the conceptualisation of CSR shifted from a focus on ethical perspectives to include performance-oriented dimensions for managing the strategic intent of businesses towards pursuing CSR initiatives.
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CSR theoretical frameworks
The evolution of the concept of CSR since the 1950s has attracted many theoretical perspectives in the extant research. Existing CSR theoretical frameworks explain the viewpoints of different stakeholders towards practising CSR. The popular CSR theoretical frameworks include classical and neo-classical conceptualisations. The classical theoretical model of CSR focuses on the traditional views held by businesses. As such, businesses need to engage in activities of profit maximisation and economic growth to meet the shareholders' objectives (Herremans et al., 1993) . Therefore, the classical models linked the concept of CSR to a business organisation from the economic dimension and largely ignored the social or societal dimensions (Blowfield and Frynas, 2005) . Thus, the classical models explain the integration of the concept of CSR into a business with a primary focus on creating return on investment and also creating a competitive advantage over the competitors (Waddock and Graves, 1997) .
Neoclassical theoretical models of CSR relate to legitimacy, agency, stakeholders and institutional and instrumental theoretical frameworks. Of these theoretical frameworks, legitimacy theory builds upon finding conformity and congruency between the value system of the business entity and the value system of the society (Aguilera et al., 2007) . Therefore, it was considered necessary for the business organisations to communicate their practice and implementation of CSR initiatives to society to enhance the organisation's reputation (Palazzo and Scherer, 2006) . Agency theory highlights the importance of compliance between the agents and the shareholders within the business environment (Salazar and Husted, 2008) . The agency theoretical framework of CSR attracted criticism in terms of the management of the relationship between agents and shareholders (Hamidu et al., 2017) , as the power, control and delegation exerted by each party are often questionable in the agency theoretical framework. Later, the business environment started to recognise the role played by various stakeholders in attaining organisational objectives. The stakeholder theoretical perspective recognises the rights of non-shareholders and contributes to the concept of CSR (Jensen, 2000) . As such, stakeholders are classified into primary and secondary stakeholders on the basis of the impact that they exert on the organisation in achieving organisational objectives (Maignan and Ferrell, 2000) . Stakeholder satisfaction is often associated with organisational performance (Ruff et al., 2001) .
The institutional theoretical framework is also closely associated with the stakeholders' demands and the performance of the organisation (Scott, 2008) . Institutional theory elicits that organisations act on the basis of the internalised norms and practices. However, at times, organisations are forced to imitate the corporate structure, norms and practices of the dominant players in order to effectively meet stakeholders' demands (Brammer et al., 2012) . These types of situations may force the organisations to engage in CSR-based practices for reactive purposes rather than for strategic purposes. To some extent, this limitation has been addressed with the emergence of instrumental theoretical framework. The instrumental theory states that the adoption and practice of CSR initiatives by organisations need to have a strategic intent for the long-term success of the organisation (Mittal et al., 2008) . Therefore, organisations need to balance their financial performance alongside the stakeholders' interests in a strategic manner to enhance the organisation's image and reputation (Rahizah et al., 2011) .
Thus, the various theoretical frameworks of CSR present different approaches to the management of organisations' decision-making, shareholders and stakeholders. The merits and demerits of the application of various theoretical frameworks have been well established in the existing literature (Hamidu et al., 2017) . Also, the applicability of the existing CSR-based theoretical frameworks in large, micro, small and medium organisations have attracted significant attention in the academic research over the past four to five decades (Vasquez-Carrasco and Lopez-Perez, 2013) . However, to date, the applicability of the CSR frameworks and the practice of CSR initiatives within sporting organisations remain inconclusive (Walker and Kent, 2009 ). Babiak and Wolfe (2009) noted that the concept of CSR played a limited role in the sporting context until recently. Many professional sporting organisations started to actively pursue the concept of CSR in the form of engaging in socially responsible initiatives (Babiak and Wolfe, 2009) . Extant studies also highlight that despite sporting organisations' active involvement in socially responsible practices, there exists a gap in the research, as academic scholars have under researched this area. From a broader perspective, sporting organisations need to manage and satisfy multiple stakeholders, both internal and external, to attain the organisation's goals and objectives. Therefore, the demand to embrace the concept of CSR is high in sporting organisations at the individual, institutional and societal levels. Contemporary sporting organisations are required to carefully integrate the macro and microenvironments to meet the needs and demands of multiple stakeholders.
CSR in sporting organisations
The operational activities pursued by sporting organisations are different to other organisations. For example, sporting organisations operate at more than one level. Sporting organisations may need to liaise with sporting clubs, leagues, individual athletes, coaches, mentors, the community, governing bodies and legal organisations, to name a few (Noll, 2003) . From time to time, the general public and the media exert immense pressure on sporting organisations in terms of sports management of local, national and international events. The public expects the sports organisations to be transparent in disclosing information relating to team organisation, athletes' performance, competitive pressure and stakeholder management. Because major sports events have a passionate public following, it is important for the sporting organisations to effectively meet public expectations (Wakefield and Wann, 2006) . Therefore, it is vital for the sporting organisations to engage in doing the right things (Porter and Kramer, 2002) . Sporting organisations' engagement in outreach activities to balance the individual, institutional and community level expectations and effectively meet the various demands of internal and external stakeholders attract public and media attention. The best possible way for sporting organisations to keep up with these expectations is to focus on how they communicate their CSR engagement to multiple stakeholders. What they communicate about their CSR initiatives is critical, as, often, the communication of CSR engagement activities will elicit positive stakeholder reactions and impact on the sporting organisation's reputation and image (Morsing and Schultz, 2006) .
The strong correlation of the concept of CSR to organisation's reputation elicits the organisation's activities within the CSR domain. In case of sporting organisations the communication of CSR activities may potentially highlight the most important measures taken by the sporting organisations in the overall performance of the athletes, sporting teams or the organisation itself (Walker and Kent, 2009) . Scholarly academic research also establishes the emergence of positive and/or negative relationships between organisations and stakeholders with the integration of social responsibility initiatives. However the impact of these relationships within the sports context in understanding the causes and effects of CSR initiatives is questionable as the existing research presents inconclusive evidence (Porter and Kramer, 2006) . It is also undeniable that embracing CSR initiatives will not only provide strategic orientations for the organisations but also enhance the performance and competitiveness functionalities of an organisation (Brietbarth and Harris, 2008) .
Henceforth, it is critical for scholarly research to understand the role of CSR initiatives within the organisation from the strategic management point of view rather than merely focusing on the identification of CSR-based activities (Husted and Salazar, 2006) . The nature of sporting organisations in terms of fan following, image of sports professionals, event organisation, corporate involvement and community initiatives at the local, national and international levels sets a different context in comparison to other business organisations. Therefore, the present study aims to capture and understand the most appropriate themes of CSR domain within the sporting organisations by way of studying ANSOs strategic plans. The following section describes the research methods used in this study for analysing data relating to sporting organisations' CSR engagement in Australia.
Methods
Qualitative content analysis was the most appropriate method for studying the communication of responsible practices by sporting organisations through publicly available documents. Existing research pertaining to the social responsibility practices actually followed by the sporting organisations is limited and understudied. Therefore, in order to understand the context and reflect meaningfully on the responsible activities undertaken by the sporting organisations, valid inferences need to be drawn from the documents (Krippendorff, 2004) . The purpose of the study is exploratory in nature and the researcher followed an inductive type of reasoning throughout the data analysis process. Inductive reasoning refers to meaningfully analysing the data at hand, identifying categories of importance and integrating the findings into theoretical frameworks (Polit and Beck, 2006) .
Qualitative research is more flexible and allows for greater spontaneity. Qualitative content analysis is also useful for the subjective interpretation of the text data and to arrive at meaningful units, such as codes and categories (Hashemnezhad, 2015; Hiseh and Shannon, 2005) . Qualitative content analysis is a widely used research technique in many academic disciplines and follows three approaches: conventional, directed and summative (Hsieh and Shannon, 2005) . The conventional type of approach to content analysis is where the text material at hand informs the emergence of codes and categories. The directed type of approach to content analysis focuses more on using existing theory and theoretical frameworks as a guide to inform the emergence of codes and categories. The summative type of approach to content analysis places emphasis on drawing comparisons from the counting of keywords and text before the actual interpretation of the data (Hsieh and Shannon, 2005) .
The researcher obtained the information relating to ANSOs from the Australian Sports Directory published by the Australian Sports Commission (ASC, 2017). The Australian Sports Directory publishes comprehensive information and contact details of the NSOs. The researcher was able to obtain strategic plans of 42 of the 55 NSOs listed, but had difficulty accessing the strategic plans, annual reports or any other publicly available official documents of 13 of the listed NSOs. Therefore, the final sample consisted of the strategic plans of 42 NSOs that are funded by the federal and state governments. The strategic plans are publicly available and consist of detailed information relating to management of governance, performance, stakeholders and communication. The strategic plans of the sporting organisations studied also published information relating to the organisation's mission, vision, values, key performance indicators and future directions.
The researcher progressed with the latent type of content analysis by identifying the underlying meaning of the text within the strategic plans presented by the sporting organisations (Berg, 2001) . To maintain the quality and trustworthiness of the analysis, the researcher followed four main stages in conducting data analysis of the content: decontextualisation, recontextualisation, categorisation and compilation (Bengtsson, 2016) . The researcher started with the decontextualisation stage and analysed the data using the open coding process by reading and rereading the text in the strategic plans to make sense of the whole (Graneheim and Lundman, 2004) . The inductive type of reasoning allowed the coding to emerge as the analysis progressed and, with the availability of new data, new codes emerged. The codes were created using the qualitative data analysis software NVivo11. In the recontextualisation stage, the researcher compared the text present in the strategic plans with the emerged codes (Bengtsson, 2016) . In the categorisation process, through the process of data condensation, the identified codes were grouped into categories (Graneheim and Lundman, 2004) . As part of the compilation stage, the researcher compared the emerged categories with the existing literature in order to obtain a deeper understanding of the studied phenomena (Bengtsson, 2016) .
Results
The content analysis of the information presented in the sporting organisations' strategic plans is organised into the following main categories and sub-categories. The aggregate number of coding references is included in parentheses next to the identified main categories and sub-categories. The main categories are presented as headings, but the sub-categories are provided in the tables.
Communication
In the strategic plans, almost all of the sporting organisations placed emphasis on communicating with the public. As shown in Table 1 , the sporting organisations' communication strategies mainly focused on publicising events and a media presence.
Within the strategic plans, the sporting organisations focused on including information such as sponsorship activities, sporting celebrity associated events, cause-related marketing activities, charity-based activities and volunteer involved actions.
The sporting organisations' communication strategies also focused on sharing relevant information with various stakeholders through more than one media outlet. However, the major focus in the recently updated strategic plans seems to be on social media platforms and embracing technology-based interventions. Table 1 Sporting organisations' focus on communication strategies
Category Summary
Communication (167) 'Develop and implement an integrated communications strategy that promotes sport to the general public' (ANSO29)
'Leverage integrated communication and technology systems to manage data and knowledge as part of broader digital and social revolution and changing consumerism' (ANSO38)
Sub-categories Summary
Events (71) 'Rigorously plan for the conduct of major national and international events, ensuring the highest quality outcomes are achieved' (ANSO12)
'Host international events in Australia to provide the opportunities for players to play world class matches and raise the profile of the sport' (ANSO39)
Media (65) 'Use social media and direct email to engage with members, share 'good news stories' and encourage two-way exchange of information' (ANSO28)
'Ensure that the website and other traditional and social media tools are relevant and engaging' (ANSO40)
Governance
The category of governance that emerged from the content analysis of the sporting organisations' strategic plans emphasises best practices and better management of financial and non-financial resources. Table 2 shows that the sporting organisations focused on better control of funding and resources.
Table 2
Sporting organisations' focus on governance sources
Category Summary
Governance (147) 'Enhance governance arrangements to increase board and management effectiveness and accountability through board training also having a broader cross section in the balance on the board' (ANSO12) 'To adopt best practice governance principles and work with the members to ensure consistency in governance and management approaches' (ANSO40)
Sub-categories Summary
Funding (59) 'Grow funding from both government and corporate sectors to allow the development of participation and excellence in performance' (ANSO2) 'Funding from government (state and federal), commercial and private sources in recognition of a well governed organisation' (ANSO39)
Resources (29) 'To develop a range of resources to enable the standardisation of club facilities to assist promote the sport through membership, recruitment and retention'
'Ensure athletes are provided with the appropriate resources and opportunities to achieve success at bench mark events' (ANSO36)
Information on funding in the strategic plans mainly linked to measurable metrics such as profitability, capital gains and assets acquisition. The resources in the strategic plans were diversified into monetary and non-monetary resources, such as the acquisition of sporting equipment, organisation of coaching for the athletes, provision of training facilities, etc.
Growth
The content analysis of the strategic plans found that the category of growth related to the growth of the sporting organisation, the growth of a particular sport and the fans following the sport, as well as the organisation's profit maximisation objectives. The growth in the sporting organisations included in the sample was linked to various initiatives, marketing and membership activities undertaken strategically by the sporting organisation, as presented in Table 3 .
Table 3
Sporting organisations' focus on growth aspects
Category Summary
Growth (144) 'Capitalise on the growth and commercial success of the fitness and health industries and other sports' (ANSO9)
'Investment in growth, innovation and development while managing the financial aspects of the business through stewardship and diversification of revenue' (ANSO38)
Sub-categories Summary
Initiatives ( Initiatives mainly related to the new interventions embraced by the sporting organisations in promoting growth, such as technological interventions to enhance the training of the athletes, promotion of the sport amongst young children and introduction of multimedia-based virtual coaching sessions. Marketing activities related to enhancing the growth of the sport through increased brand awareness, celebrity athletes' endorsements and promotion of sporting events. Almost all of the sporting organisations focused widely on strategies for increasing the membership opportunities and expanding the member base through the strategic plans.
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The organisation category that emerged from the analysis of the strategic plans included in the sample primarily focused on several management issues. The micro-categories that emerged from the broader organisation category included development, leadership, policies, rules, regulations and selection, as presented in Table 4 .
Table 4
Sporting organisations' focus on organisational aspects
Category Summary
Organisation (132) 'Upskill staff and volunteers to meet ongoing needs of organisation' (ANSO1)
'Build capacity and organisational excellence and ensure alignment of strategy and operations with members' (ANSO40)
Sub-categories Summary
Development (26) 'Provide development opportunities for archers and instructors' (ANSO1)
'A suite of professional development initiatives as the start of ongoing commitment to growing capability' (ANSO20)
Leadership (31) 'Unified leadership at all levels fostering and encouraging participation and promoting excellence in performance' (ANSO2)
'Provide leadership, direction and quality of service to members whilst significantly growing the sport' (ANSO6)
Policies (34) 'Maintain national policies relevant to the changing demands of the organisation and encourage adoption by members and clubs' (ANSO12) 'Implementation of effective and comprehensive organisational policies and procedures' (ANSO36)
Rules (16) 'The integrity framework strikes an appropriate balance between the rules based and values based approaches that will prevent serious integrity violations on the one hand and promote integrity through stimulating understanding, commitment and capacity for ethical decision making on the other' (ANSO24) 'Operate within the rules and spirit of the sport, including the national and international guidelines that govern Australian sports' (ANSO35) Selection (3) 'Develop relationships and potentially co-invest with key Olympic sport talent identification programs to select athletes more suited to the sports pathway'
'Focus on contemporary club model to select, recruit and retain members'
For example, the development aspect related to the overall development of the organisation in effective handing of the sport, athletes, coaches and other stakeholders. The leadership needed to be focused on inclusive strategies in the identification of appropriate skills and competencies for the sustainable future of the sporting organisation. Therefore, the focus was mainly on a transformational style of leadership to promote entrepreneurial activities for the benefit of all of the stakeholders involved. Policies outlined within the strategic plans iterated around ethical aspects such as anti-doping policy, anti-discrimination policy and anti-drug policy. The rules and regulations outlined within the sporting organisations' strategic plans were linked to the code of ethics and code of conduct, which have a direct influence on athletes' behaviour. The selection of the athletes and coaches is based on competitive principles outlined by the sporting organisations.
Performance
The category of performance that resulted from the content analysis of the sporting organisations' strategic plans related to the high performance athletes. The microcategories that emerged from the macro-performance category included competition, compliance, education, innovation, mentoring, participation, pathways and training, as presented in Table 5 . A majority of the sporting organisations attributed athletes' high performance to local, national and international competitions. The category of compliance was linked to the legal processes within the sporting organisation and the rules of association in the domestic and global sporting landscape. Table 5 Sporting organisations' focus on performance
Category Summary
Performance (284) 'Embed high performance culture with professionalism of administration and alignment/engagement with staff and volunteers' (ANSO15) 'To lead Australia to consistent and increased world class performances at World Championships and other International Championships' (ANSO41)
Sub-categories Summary
Competition (25) 'Focus on achieving a depth of competitiveness across Asian and World-level events and age groups, including Asian Championships, World Championships and Olympic Games; high performance across the weapons; and evidence of a proven model of athlete development' (ANSO4) 'Provide competition opportunities that increase podium performances' (ANSO29) Compliance (20) 'Quality risk management systems in place to ensure overall governance compliance' (ANSO27) 'Actively manage risk and ensure compliance to protect the brand and sport' (ANSO38) Education (31) 'Educate and train the Association volunteers to work collaboratively with industry to deliver sports services' (ANSO37) 'Provide contemporary educational resources and opportunities to support all stages of the coaching and officiating' (ANSO39) Innovation (15) 'Develop innovative products, programs and services that will enhance interest in the sport and growth in participation' (ANSO2) 'Innovation in coach development and leverage competitive advantage' (ANSO38) Mentoring (10) 'Establish a mentoring program for coaches' (ANSO9) 'Establish a coach academy including a mentor program' (ANSO30) Participation (47) 'Pursue nationally aligned youth participation programme' (ANSO29) 'To grow participation in the sport through greater engagement and exposure of the sport and building the capacity of clubs, coaches and officials' (ANSO40) Pathways (42) 'Implement a pathway that enables world leading coach education and support systems at all levels' (ANSO11) 'Develop a holistic athlete pathway that demonstrates a clear progression' (ANSO14) Training (41) 'Establish a National Standardised Officials Training and Accreditation program' (ANSO23) 'Build quality daily training environments (DTEs) for athletes and coaches to optimise development performance outcomes' (ANSO39)
Almost all sporting organisations focused on the provision of educational facilities to the players. Some sporting organisations seemed to lean on traditional modes of education, whilst others focused on multimedia-enhanced virtual learning. Many sporting organisations also actively pursued innovative approaches to enhance the performance of the athletes and to promote the sporting organisation itself. A majority of the sporting organisations also focused on embracing appropriate strategies for mentoring to enhance high performance from the athletes. All of the sporting organisations placed greater emphasis on participation in the sport and strategies to increase participation. Many sporting organisations also focused on strategies to identify meaningful pathways to promote the sporting organisation's prosperity. All sporting organisations also embraced active training strategies for the athletes, with the expectation of high performance and an increase in medal success at national and international sporting events.
Social
The strategic plans of the sporting organisations that were analysed focused on embracing various social aspects such as diversity, equality, health, safety, inclusivity and responsibility, as presented in Table 6 . The strategic plans of the sporting organisations notably promoted the social practice of diversity by way of opening up to competitive athletes from different ethnic and diverse backgrounds. Similarly, many sporting organisations in the sample, through the strategic plans, promoted the values of fairness, respect, equity and non-discrimination, thus embracing the social practice of equality.
Table 6
Sporting organisations' focus on social aspects
Category Summary
Social (88) 'To value the social principles of fairness, diversity and equality in the policies' (ANSO1) 'To provide views on contemporary social issues' (ANSO24)
Sub-categories Summary
Diversity (18) 'To engage and promote the sport for all to diverse population segments' (ANSO14) 'Maintain diversity in participation within the pathway while providing accessibility and financial support' (ANSO38) Equality (9) 'Treat all club members and legitimate club visitors equally with fairness and courtesy' (ANSO1) 'To be recognised as a truly gender equal and as a sport for all abilities' (ANSO11) Health (16) 'To promote health and safety values' (ANSO3) 'Implement a national recognition program to reflect participation, affiliation standards and health check results' (ANSO31) Inclusion (26) 'Promote information and advice to members on the development of appropriate policies and guidelines to ensure a safe, fair, ethical, inclusive and enjoyable sporting culture at all levels' (ANSO12) 'To ensure inclusive opportunities exist in the elite pathway for players, coaches and referees' (ANSO38) Responsibility (9) 'Improve accountability, responsibility and integration of national program goals and Australian Institute of Sport engagement' (ANSO2) 'Responsibility to support and provide international development opportunities' (ANSO38) Almost all of the sporting organisations included information relating to athletes' health and safety measures to promote the sporting organisation's reputation and enhance the performance of the athletes. Therefore, principally, the sporting organisations focused on strategies to reduce risk and outlined risk management plans. Also, measures to enhance the safety of the athletes at the local, national and international events were widely publicised in the sporting organisations' strategic plans. Many sporting organisations included in the sample also focused on embracing inclusive strategies such as attracting athletes with a disability and athletes from Aboriginal and Torres Strait Island background. By focusing on inclusion, the sporting organisations seemed to encourage the practice of valuing and a sense of belonging. A few sporting organisations publicised information that emphasised the responsibility of both the athletes and the sporting organisation to grow the organisation's goodwill. Table 7 Sporting organisations' focus on stakeholder management
Category Summary
Stakeholders (200) '…invest in supporting our key stakeholders to deliver at the local level'
'Foster a strong working relationship among the stakeholders that will ensure buy-in by all to a shared vision in which the best interests of the sport define the key criteria in decision-making' (ANSO2)
Sub-categories Summary
Community (28) 'It is time to widen and deepen the networks, both within the sport and throughout the broader community' (ANSO2) 'A lifetime sport for all Australians that enriches people's lives through the spirit of community' (ANSO37) Engagement
'Position the sport so that it broadens the appeal and increases the engagement with Australia's diverse population' (ANSO24)
'Ensure the sustainability of sporting events including exploring international engagement with the sporting community' (ANSO12) Government (22) 'Establish, build and nurture effective relationships that enhance understanding and confidence of government agencies' (ANSO29) ' The organisation ensures that the government at all levels, including Australian Sports Commission, are aware of and understands main areas of concern and achievements' (ANSO24) Individuals (20) 'Individualised athlete performance plans against national benchmarks were prepared and monitored' (ANSO24) 'We will focus on providing development opportunities that link our junior elite players to our national competitions' (ANSO11)
Partners (75) '…will continue to work towards establishing effective partnerships with Sports Science, Sports Medicine, Institutes of Sport and the Australian Sports Commission to provide our elite athletes with support, information and access to resources available…' (ANSO4)
'Forge partnerships with corporate organisations, the Australian Olympic Committee (AOC), Universities, private providers and other sports to assist the players and grow the sport in alignment with its core objectives' (ANSO39)
Stakeholders
The sporting organisations' strategic plans publicised information appropriate to various stakeholders. The main stakeholders identified in the documents included individuals, partners, governing bodies and the broader community, as presented in Table 7 . The sporting organisations' strategic plans also emphasised relevant engagement strategies with the identified stakeholders. The individuals as the primary stakeholders involved performing athletes, coaches, volunteers, employees and mentors. The partners as stakeholders included national and international corporate partners, whereby the sporting organisations formed sustainable partnerships for the long-term survival and success of the sporting organisation. The governing bodies as stakeholders included local, state and federal governing bodies, alongside national and international sporting organisational committees that influence the decision-making process. A majority of the sporting organisations in Australia focused on outreach activities to effectively meet the needs of the communities. These activities often included effective engagement of school children in sporting activities, organisation of community support programmes and fund-raising activities. Many sporting organisations' strategic plans also focused on outlining strategies for effective engagement with the identified stakeholders on a continued and frequent basis for enhancing the functionality of the sporting organisation.
Sustainability
The analysis of the strategic plans of the sporting organisations resulted in the emergence of the sustainability category. The mention of sustainability in the strategic plans of the sporting organisations was linked to individual, financial and environmental sustainability, as presented in Table 8 . Table 8 porting organisations' focus on sustainability initiatives
Category Summary
Sustainability (37) 'We will build a sustainable business model to ensure the long-term future for the sporting organisation' (ANSO20)
'Secure an enduring and sustainable platform for the growth and future of BMX in Australia' (ANSO12)
Sub-categories Summary
Athletes (16) '…redefine driver development programs and foundation strategy to ensure sustainability and growth of athletes' (ANSO15)
'…sustained success and retention of athletes' (ANSO3)
Budgets (5) 'Continue to develop and maintain sustainable budgets and align with member associations financial statements' (ANSO 2)
'…develop a simple and easy to understand sustainable budgeting, forecasting and funding models' (ANSO11) Environment
'Establish an environmental committee' (ANSO23) 'Develop and make available a framework for environmentally sustainable rowing events' (ANSO29)
Individual sustainability referred to athletes' long-term sustainability and wellbeing. The financial sustainability related to the management of sustainable budgets for promoting the various local, national and international events associated with the sporting organisations. A few sporting organisations embraced environmental sustainability by outlining strategies for environmental protection, water management, grass maintenance, etc. Only sporting organisations using the natural resources for the organisation of events included strategies for environmental sustainability.
Discussion
The analysis of the concept of CSR as embraced within the strategic plans of the sporting organisations in Australia identified eight popular categories and multiple sub-categories, as presented in Figure A1 . A closer look into the aggregate number of coding references associated with each of the emerged categories and sub-categories, as presented in Table A1 , outlines the relative importance that these sporting organisations place on various dimensions of CSR. The arrangement of the emerged categories and sub-categories in a hierarchical manner highlights the value that the sporting organisations place on the performance of the athletes and players and on the measures to enhance their performance. As the performance of athletes and players is the core business activity for the sporting organisation, it generates revenue for the sporting organisations. Next to the performance category, sporting organisations highlighted the importance of stakeholders within the strategic plans. Within the stakeholders' category, the sporting organisations elicited the value of associating with corporate, government, non-government and multinational and international partners for reasons such as funding, community engagement, sponsorships and event organisation. The sporting organisations used communication strategies to organise various local, national and international events and inform the general public and the identified stakeholders. Sporting organisations seemed to communicate the planned events through media outlets such as television, radio, social media and print magazines. Many sporting organisations have identified effective communication strategies as an important public relations tool to ensure the goodwill of the organisation. The importance of the governance category relates to the transparent dissemination of financial information to all of the stakeholders. The relevance of the growth category seemed to balance the growth initiatives with marketing and membership benefits. A majority of the sporting organisations relied on outlining attractive and customer-driven marketing strategies to enhance the sporting brand and positioning of the sport.
The importance attributed by the sporting organisation to the organisational aspects mainly highlighted the relevance of various policies and transformational leadership. Ethical aspects of CSR are evident in the various policies relating to athletes' performance, drugs control, alcohol consumption and anti-match fixing. The importance placed by the sporting organisations on the social category and the social dimensions of CSR embrace the principles of equality, diversity and inclusion. There seems to be negligible focus of the sporting organisations on the environmental dimensions and very few sporting organisations associated with environmental sustainability. However, a majority of the sporting organisations outlined relevant strategies to ensure athletes' sustainability. The hierarchical representation of the emerged categories and sub-categories when compared to the CSR-related dimensions shows that sporting organisations in Australia focus on the responsible performance of the athletes, players, sport and stakeholders. In communicating their strategic plans, the sporting organisations demonstrated a need for a strategic orientation (Cortsen, 2014) to generate financial, individual and organisational performance. Therefore, it is appropriate for these organisations to focus on responsible performance of sporting organisations (RPSO) instead of strategic CSR. 
CSR communication -various stakeholders
The emerged categories and sub-categories of importance highlights that motive-orientations and outcome-orientations of CSR seems to be more relevant within the context of Australian sporting organisations as presented in Figure 1 . The motive-orientations CSR category essentially elicits the various underlying motivations and characteristics of organisations involving in CSR-based initiatives and activities (Fitzpatrick, 2000) . The outcome-orientations CSR category outlines the connections between social initiatives and financial performance of the organisation (Margolis and Walsh, 2001 ). The strong motives for sporting organisations to frequently engage in CSR-based activities and initiatives emerge from organisational, social, sustainable and financial motives. Evidently, sporting organisation continue to engage in various CSR-based activities and initiatives with a strategic orientation mainly to enhance outcomes such as performance and growth. Often these outcomes are mediated through effective communication strategies targeted towards various stakeholders that enhances the overall reputation and image of the sporting organisation. The following conceptual framework explains the most appropriate variables of importance within the context of sporting organisations in communicating about various aspects of CSR.
Sporting organisations strive to secure funding from various sources in order to organise various events. Similarly, sporting organisations also rely heavily on growth initiatives to increase their membership status. Therefore, no one theoretical framework of CSR holds for explaining the RPSO. There seems to be a need to integrate stakeholder management, institutional and strategic CSR theoretical frameworks in particular to explain the RPSO. Through the integration of the theoretical frameworks, the performance orientation of the sporting organisations can be effectively integrated with the identified stakeholder, organisational, individual, social, ethical and legal dimensions to enhance the overall organisational performance.
Conclusions
The present research paper identifies the importance that the Australian sporting organisations place on various categories in communicating responsible sports management practices. The wider emphasis placed on the high performance category reflects the strategic intent and primary purpose of the sporting organisations. The economic, legal, social and philanthropic dimensions associated with the concept of CSR are also evidently embraced by the sporting organisations. However, the extent of the adoption and diffusion of the responsible management practices embraced by the sporting organisations in the strategic plans seems to extend far beyond the concept of CSR, with more emphasis on the performance dimension.
The qualitative content analysis of the information presented in the strategic plans provides a holistic understanding of the importance that the Australian sporting organisations place on various categories. The identified categories of importance are the economic, institutional, human, social, environmental, legal and ethical dimensions in the case of sporting organisations. Obviously, sporting organisations portray a long-term strategic focus in following the responsible management practices as outlined in the strategic plans. Therefore, it is appropriate to identify the sporting organisations' strategic intent with respect to various responsible dimensions as RPSO instead of strategic CSR.
Sporting organisations engage in CSR-based initiatives and activities widely to satisfy both motive and outcome-based orientations. Given the contextual differences of sporting organisations in comparison to other business organisations, the CSR-based initiatives and activities embraced by sporting organisations relate to achieve various organisational, social, sustainable and financial motives. These CSR motives are oriented towards achieving sporting organisations performance and growth. Throughout the process of CSR engagement, sporting organisations engage in effective communication strategies with various stakeholders for achieving better outcomes for the organisation. The effective development of CSR within sporting organisations needs to essentially understand motives, communication and outcomes to fully explore the purpose and aims of the concept of CSR. From a practical point of view, CSR orientations within sporting organisations needs to focus on obtaining long-term benefits in a pragmatic manner rather than on achieving short-term profit-based outcomes.
The functioning of sporting organisations and disclosure of information relating to responsible management practices to the general public is an understudied area in the existing research. Therefore, the results obtained from this study are particularly useful in understanding the RPSO and the overall impact on society. The findings obtained from this study cannot be generalised due to the context specificity. However, the findings obtained from this study can be replicated in other cultural contexts and draw on meaningful differences and similarities if any. Also, another limitation of the present study relates to the data analysis as the research focuses only on qualitative type of data analysis. Therefore, future studies may potentially focus on conducting a mixed methods approach by combining qualitative and quantitative research methods for obtaining comprehensive results. This study can be validated through qualitative in-depth interviews and quantitative survey methods to better understand the meaning and relevance of the emerged categories and sub-categories.
